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"Skip the Challenge" counter advertisement by DOC P.U. Project arlist Doug Minkler. Below feft:
Marlboro banner lvoms over a young skier at the Jackson Hole Ski resort in Wyoming.

Ski resorts in the Rocky Mountains will
soon nolonger be part of "Marlboro Country”
as a direct resull of concerted efforls by
national DOC and local DOC chapters In
Jackson Hole, Wyoming, and Denver, Colo-
rado. Priorto the 1990 Marlboro Calebrity
Ski Challenge In Aspen, Colorado DOGC
President Jeff Cain, MD, along with a coa-
lition of several other health promotion or-
ganizations (GASP, CAFP, ARCS, and ath-
ers) sponsored an advertisement which ap-
peared In the Aspen Times and the Aspen
Dally News that read "Aspen, Ashtray of the
Rockies? The tobacco industry attempts to
sell its products by assoclaling themselves
with quality and healthy activities. By spon-
soring the 1990 Celebrity Ski Challenge,
7 ; Marlboro Is trying to 'buy' the reputation of
L S Aspen. Clgarette smoking causes more

Senate Hears Key
DOC Testimony on
Counter-advertising

"What is needed, then, Is to countar the
strong, engaging, omnipresent images of
cigaretle adverllsing--to laugh at the
Marlboro man," DOC founder Alan Blum,
MD, stated in his testimony to the Senate
Laborand Human Resources Commitiee on
February 20, 1990, "We cannol do this with
Fubl]c service spots at 3 a.m. or earnest
ectures In health edclass. Rather, we need
to create an appeal for not buying cigarettes
and do It through sophisticated, ubiquitous,
good-humorad imagery. Whatls neededis,
in brief, paid advertising space financed in
part by existing tobacco excise taxes and in
part from revenues that would be derived
from ending tobacco promoters’ deductibil-
ity of cigarette adverlising as a businass
axponse.”

The occassion was the first U.S. Sanate
hearing In 20 years to address the subject of
cigarette advertising. All major television
and radio networks and the print media
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I DOC Ads and Activists Efforts Trigger
Anti-Tobacco Avalanche on Ski Slopes

premature deaths than AlDS, cocalne, her-
oin, alcohol, fire, automobile accidents,
hemicides and suiclde combined. Aspan
doesn't need this kind of reputation. ‘Just
say no" to tabacco industry money.”

National DOC also sponsored a counter-
adverlisement deslgned by DOC P.U, Pro}-
ect artist Doug Minkler. The advertisements
pointedly illustrated to Aspen residents the
unethlcal and illoglcal practice of tobacco
companies sponsoring a healthy sport.
The Blue Letters

A few hundred miles away in Jackson

Hole, Wyoming DOC President Brent Blue,
MD, launched a counterattack on Marlboro
sponsarship of a coin operated race course
atthe Jackson Hole SkiResort. Dr. Blue ex-
pressed his concern that “fobacco compa-
nlas advertising in association with athlatic
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covered the hearing.

Dr. Blum's presentation, which included a
videotape of tobacco promotions couched
as sporting events followed the testimony of
Health and Human Services Secretary
Louis Suliivan. In contrast to Secretary
Sullivan, who endorsed the blll's good inten-
tlons but not the fiscal aflocatlon, Dr. Blum
described the amount required as minimal
and about the same as Lhe profit that cur-
rently accrues to tobacco companies just
fromthe sale of clgarettes to children under
the age of 16.

The blll calls for 165 million to be spent
on regulation of tobacco products, anti-
smoking advertising and educational pro-
grams. An additional $80 million would be
designated to establish a Center for To-
bacco Products within the Federal Centers
for Dlsease Control. The new ofganization
would have the authority to regulate tobacco
products inthe same way food and drugs are
regulated by the FDA.

The following Is an excerpt from Dr.
Blum's testlmony to the Senate Labor
and Human Resources Committee on
February 20, 1950:

"Despite an adverlising blitzkrieg second
to nons, the tobacco and advertising Indus-
trles would have the public believe that
adolescents have heard the facts about
‘hoth sides' and now have a 'free choice' to
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DOC Founder Alan Blum, MD, testifies to the Senate Labor and Human Resourées Commiitee

on February 20, 1890,

decide whether ar not to smoke ‘when they
grow up.' Inclaiming thatit does notapprove
of young people smoking, the tobacco In-
dustry offers 'pear pressure, parental smok-
Ing and a climate of gbnaral rebelliousness
among teenagers' as the reasons for ado-
lescents taking up this neglected comar-
stone of drug abuse. Meanwhile, the to-
baceo industry runs a year-round campaign
with virtually no planned exposure for op-
posing messages ($3 billion annually vs.
less than $4 milllon In government public
service announcements, pathlats. and
pasters) In newspapers, magazines, super-
markets, and television. Every child grows
up seeing tholisands of larger-than-life blll-
boards for cigarettes and countless sporis-
assoclated tobacco promotions. The for-
mulaforthese promotions isbothsimpleand
insidious, invariably involving acommunity's
newspaper and its top youth-oriented radio
station as co-sponsors,

"Support for visible counter-advertising of
the kind ploneered by DOG Is urgently
needed 1o oifsel the long years of ubigui-
tous, unchallenged cigarelte advertise-
ments. Classroom-based education with
emphasis on the harmful effects of smoking
is only one limited way fo tackle the adoles-
centsmoking pandemic. Cigarette advertis-
ing and prometion can keep up with the
latest fad in its portrayal of smoking and go
remaln 'in' far better than even the most
talented and motivated teachérs and par-
ents.

"Caunter-advertising helps to educate
young people notonly about the preventable
factors responsible for bad health and high
medical costs but also about the insidious-
ness of the outright promotion of those
faclors,

"The cost figures cited In this bill are

2

much-needed if we aretoimmunize the next
generalion against the willful deceptivenass
of cigarette advertising. In addition to the

recedent for successiul caunter-advertis-
ing between 1967 and 1970, there are also
precedents forgovernment expenditures on
pubtic interest advertising, such as current
military recruitment prometions during tele-
vised sparting events and various efforts a
decade ago to conserve energy and to
lessen dependenca on foreign oil supplies.
In the case of smoking, purchase of adver-
tising space is especially essentlal. Unlike
the heavily publiclzed Media-Advertising
Partnership fora Drug-Fres America, which
has recelved hundreds of milllons of dollars
in donated space In the printed medla and
free air time on telavision and radio, media
corporations are too covetous of tobacco
industry adveriising revenues to run frae
advertising to discourage the sale of ciga-
rettes and other tobacco products.

“Perhaps It is tima for a Private Gitizen
Partnership for a Tobacco-Free Media. In
the meantime, | hope the advertising and
media Industres will break ranks with the
tobacco companies and support this bill.
This would not only be o their best financial
Intarasts by virtue of the recelpt of advertis-
ing revenue but also would be consistent
with the positions leaders in the media wha
oppose banning tobacco adverlising alto-
gether.

"The power of advertising 1o shape pur-
chasing declsions, stimulate sales, and
promote brand name loyalty is well-docu-
mented. It has certainly created a huge
following for clgareties. It stands to reason
that the same mix of marketing creative and
strategle planaing sklils could generate pet-
suaslve and compaliing anti-smoking adver-
tising.”
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